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ABSTRACT
ABSTRAK
Penelitian ini bertujuan untuk mengetahui pengaruh emotional response dan cognitive response terhadap word of mouth intention
mahasiswa pengguna instagram di Fakultas Ekonomi Universitas Syiah Kuala dengan satisfaction sebagai variabel mediasi. Sampel
yang digunakan dalam penelitian ini adalah mahasiswa pengguna instagram di Fakultas Ekonomi Universitas Syiah Kuala.
Peralatan pengumpulan data yang digunakan adalah snowball sampling. Sebanyak 100 kuesioner dapat terkumpulkan. Hierarchical
Linear Modeling (HLM) digunakan sebagai metode analisis untuk mengetahui pengaruh semua variabel-variabel yang terlibat.
Hasil penelitian menunjukkan: 1) Emotional Response berpengaruh signifikan terhadap Word of Mouth Intention pada Mahasiswa
pengguna instagram di Fakultas Ekonomi Universitas Syiah Kuala. 2) Cognitive Response berpengaruh signifikan terhadap Word
of Mouth Intention pada Mahasiswa pengguna instagram di Fakultas Ekonomi Universitas Syiah Kuala. 3) Emotional Response
berpengaruh signifikan terhadap Satisfaction pada Mahasiswa pengguna instagram di Fakultas Ekonomi Universitas Syiah Kuala .
4) Cognitive Response berpengaruh signifikan terhadap Satisfaction pada Mahasiswa pengguna instagram di Fakultas Ekonomi
Universitas Syiah. 5) Satisfaction berpengaruh signifikan terhadap Word of Mouth Intention pada Mahasiswa pengguna instagram
di Fakultas Ekonomi Universitas Syiah Kuala. 6) Satisfaction memediasi secara parsial pengaruh Emotional Response terhadap
Word of Mouth Intention pada Mahasiswa pengguna instagram di Fakultas Ekonomi Universitas Syiah Kuala. 7) Satisfaction
memediasi secara parsial pengaruh Cognitive Response terhadap Word of Mouth Intention pada Mahasiswa pengguna instagram di
Fakultas Ekonomi Universitas Syiah Kuala.
Kata kunci:   Emotional Response, Cognitive Response, Satisfaction, dan Word of Mouth Intention.
ABSTRACT
This research aimed to measure the effect of emotional response and cognitive response to word of mouth intention of student that
used instagram in Economic Faculty of Syiah Kuala University with satisfaction as mediating variable. The sample used in this
research are student that used instagram in Economic Faculty of Syiah Kuala University. Snowball sampling was used as sampling
technique. As much of 100 questionnaires could be collected. Hierarchical Linear Modeling (HLM) was used as a method of
analysis to determine the effect of all variables involved in this research. The results are follows: 1) Emotional Response
significantly effect to Word of Mouth Intention of student that used instagram in Economic Faculty of  Syiah Kuala University . 2)
Cognitive Response significantly effect to Word of Mouth Intention of student that used instagram in Economic Faculty of Syiah
Kuala University. 3) Emotional Response significantly effect to Satisfaction of student that used instagram in Economic Faculty of 
Syiah Kuala University. 4) Cognitive Response significantly effect to Satisfaction of student that used instagram in Economic
Faculty of Syiah Kuala University. 5) Satisfaction significantly effect to Word of Mouth Intention of student that used instagram in
Economic Faculty of Syiah Kuala University. 6) Satisfaction has partially mediated the effect of Emotional Response to Word of
Mouth Intention of student that used instagram in Economic Faculty of Syiah Kuala University. 7) Satisfaction has partially
mediated the effect of Word of Mouth Intention of student that used instagram in Economic Faculty of Syiah Kuala University.
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